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55% of global internet users are social shoppers*

The rise of social commerce is underpinned
by the growth of mobile connectivity

% of internet users who have used their smartphone to access the web

87% P 89%

2012 2013 2014 2015 2016 2017 2018 2019

*Social shoppers are defined as any of the following: those who use social media to research/find products to buy; those who say
social media is one of the main sources when looking for more information about a product/brand/service; those who report that the

option to use a "buy" button on social media would make them more likely to purchase something online

Social shopping is most prevalent in emerging markets

% of internet users who are social shoppers by global region
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Influencers are accelerating the rise of social commerce
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One-fifth of internet users turn to social
Iﬁ media to follow celebrities, rising to
/ N 28% among social shoppers.

14% find out about new brands and
EDH products via celebrity endorsements

00 - 19% forsocial shoppers.

Influencers are great for creating brand
communities and fostering a personal
connection between brands and consumers.

% who have done the following in the past month**

All internet users Social shoppers
36% 42%
] Visited a celebrity’s ]

Instagram page

31% o 9%

] Watched a video posted by a ]

celebrity or vlogger on YouTube

23% O 27%

] Visited a celebrity’s Twitter feed ]

18% O 21%

] Followed a celebrity or famous ]

person on Snapchat

** Please note these figures are based on each platform’s visitors/users.

Security and privacy issues pose a challenge

% who agree with the following statements
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All internet users Social shoppers

| worry about how my personal
64% data is being used by companies 67%
| am concerned about the internet
61% eroding my personal privacy 62%

What is the role of social media in the path to purchase?

% of internet users who discover brands via

28% Ads seen on social media

24% Recommendations/comments on social media

% of internet users who look for information about products on

g

42% Social networks

% of internet users who have done the following brand

@ interactions in the past month
3

23% Liked/followed a brand on a social network

22% Visited a brand’s social network page

% of internet users who are motivated to purchase by

23% Lots of “likes” or good comments on social media —@

12% The option to use a “buy” button on a social network

Social channels are a popular space for discovery
and research, but are yet to fulfill their potential
when it comes to completing a purchase.

What can we learn from APAC?

% of social shoppers in select APAC markets who have used the following mobile payment services

Top 3 Mobile Payment Services in:
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China South Korea Taiwan
40% 37%

24%
21% 20% 19% Y 19%
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&Pay naver (@) 9 &Pay
AliPay  WeChat  Apple Naver  Samsung  Kakao Line Apple PayPal

Pay Pay Pay Pay Pay Pay Pay

The APAC “super app” model creates an
integration of payment services within
social platforms, providing a seamless

shopping experience.

All figures are taken from our Q1 2019 wave of online research of 139,397 internet users aged 16-64, among which there
were 56,485 social shoppers.

To find out more about our social media segmentations click here.
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